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ABSTRACT
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Collegiate football ticket sales supply over 20% of the
athletic department revenues (NCAA, 2008) and are an
important part of the income stream, as pre-sold season
tickets are guaranteed income.
The purpose of this study was to examine the theoretical
constructs of a five-factor consumer behavior model for
intercollegiate football tickets consumption. The participants
were spectators of a NCAA Division IA football annual
player draft game (n=201). Around half of the participants
were current season ticket holders (54.2%) and married
(49.2%). Confirmatory Factor Analysis (CFA) was utilized to
analyze the factorial validity of the five-factor consumer
behavior model for intercollegiate football tickets
consumption (Accomplishment, Game Attractiveness, Joy &
Excitement, Facilities and Enrichment). The results support
the conclusion that the five-factor consumer behavior model
for intercollegiate football tickets consumption possesses an
adequate degree of validity (RMSEA = .049, SRMR = .072,
CFI = .99, χ2/df ratio = 1.49 and ECVI = 1.39)

Siu Yin Cheung
Hong Kong Baptist University
cheungsy@hkbu.edu.hk

INTRODUCTION
Collegiate football is one of the most popular sports in the United States. In 2008, 48.5 million fans
attended National Collegiate Athletic Association (NCAA) football games and of those, 43 million
flocked to Division I football college stadiums (NCAA, 2008). Football ticket sales supply over 20% of
the athletic department revenues (NCAA, 2008). In addition, season tickets are an important part of
the income stream, as pre-sold season tickets are guaranteed income. The more pre-sold season
tickets, the less single game tickets need to be sold. In addition, filled stadiums not only secure ticket
revenues but also attract sponsorships and alumni donations.
It is a popular belief that the decision to purchase season tickets directly reflects a team’s win-loss
record in the prior season. However, this was criticized by Mullin Hardy and Sutton (2007) as a
“sport marketing myopia,” and neglected the consumers' needs and wants. Consequently,
researchers have tried to identify factors influencing football season tickets consumption. Pan and
Baker (2005) identified five major factors that influence football season ticket purchases: team
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performance, game competitiveness, athletic event, economic view, and social affiliates. Wann,
Grieve, Zapalac and Pease (2008) found entertainment received the highest mean score when
compared to the other seven motivation subscales: escape, economic view, eustress, self-esteem,
group affiliation, family, and aesthetic. Hall and O’Mahony (2006) found that entertainment was the
most important aspect of attendance motivation. Several studies have found that the stadium itself
influences attendance (Hall & O’Mahony, 2006; Hill & Green, 2000). Hill and Green (2000) found
small but significant effects of the sportscape for home team supporters in three different stadiums.
Team performance such as “winning team” and “star players” were important reasons to purchase
season tickets (Chen & Mak, 2010; Pan & Baker, 2005). Ticket prices for college football events have
more than doubled in the past decade (Howard & Crompton, 2004). As a result, people are often
faced with the dilemma of whether to buy or continue to buy football season tickets, especially during
an economic downturn.
Some researchers have tried to explore the season-ticket holders’ interest for collegiate football and
both men’s and women’s basketball (Chen & Mak, 2010, Kahle et al., 1996; Pan, Gabert, McGaugh,
& Branvold, 1997; Swanson et al., 2003; Wells, Southall, & Peng, 2000). However, few studies (i.e.
Kahle, Kambara, & Rose, 1996; Pan & Baker, 2005) were conducted to identify the factors
influencing collegiate football season ticket consumption. Thus, the purpose of this study was to
examine the theoretical constructs of a five-factor consumer behavior model for intercollegiate
football ticket consumption.
METHODOLOGY
Participants
Participants were football ticket holders from a NCAA Division-I institution in the mid-Atlantic
region of the United States.
Instrumentation and Procedure
Development of the questionnaire involved (a) study of related literature, (b) review by an expert
panel, (c) usability tests, and (d) a pilot test. The survey instrument consists of several questions
related to the ticket holders’ demographic information and eighteen 5-point Likert-scale items (with
“1”-- strongly disagree and “5” – strongly agree) examining the five-factor consumer behavior model
for intercollegiate football tickets consumption: Accomplishment, Game Attractiveness, Joy &
Excitement, Facilities, and Enrichment.
Spectators aged 18 years old and above were asked to complete the questionnaire before or during
the half–time break of the annual player draft game of a NCAA Division IA football team.
Questionnaires were distributed at all the entrances and in each section of the stadium. Two
hundred and twenty questionnaires were distributed with a return rate of 91% (N=201).
Data Analysis
An analysis of frequency distribution was used to describe the demographic information of the
participants. The Cronbach Alpha Coefficient was used to test the reliability and internal
consistency of the questionnaire. Confirmatory Factor Analysis (CFA) was utilized to analyze the
factorial validity of the five-factor consumer behavior model for intercollegiate football tickets
consumption (see Figure 1). The Bollen and Long (1993) five-step procedure (model specification,
identification, estimation, testing goodness-of-fit statistics, and respecification) was used in the CFA
analysis.
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Figure 1
Conceptual Model for the Five-Factor Consumer Behavior Model for Intercollegiate
Football Tickets Consumption

The PRELIS 2.80 and LISREL 8.80 programs were utilized. The PRELIS 2.80 program was used to
test for multivariate normality. The maximum likelihood (ML) estimation method was employed for
the CFA as Olsson, Foss, Troye and Howell (2000) recommended a sample size less than 2,000
respondents when using the ML estimation method.
The assessment of the model fit was based on the results of the root-mean-square error of
approximation (RMSEA), the comparative fit index (CFI), the standardized root mean square
residual (SRMR), and the Chi-square ratio. The RMSEA is an absolute, non-centrality based fit
index which assesses how well the model approximates the data. An RMSEA value of .05 or less
generally indicates a close fit; a value up to .08 indicates a fair fit, while a value over .10 indicates an
unacceptable fit (Browne & Cudeck, 1993). CFI had a range of zero to 1. A CFI cutoff value closes to
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.95 or higher indicates a close fit, and values up to .90 indicates a reasonable fit (Hu & Bentler,
1999). The SRMR is the average difference between the sample variances and co-variances.
Similarly, the SRMR has a range of zero to 1.00. Good-fitting models have a small SRMR. A value of
.05 or less is desired and a value up to .08 indicates a reasonable fit (Hu & Bentler, 1999). Hatcher
(1994) suggested that a ratio of less than 2.00 would be desirable for the ratio of Chi-square to the
degree of freedom. A value close to 1 indicates a good fit and values between 2 to 5 indicates an
acceptable fit (Jöreskog, 1969).
RESULTS
Participants Profiles
The participants’ profiles provided much valuable information to the athletics department for
planning, implementing, and evaluating their marketing strategy. The 201 participants included 148
males (73.63%) and 53 females (26.37%). They were football ticket holders from a NCAA Division-I
institution in the mid-Atlantic region of the United States. The majority of the participants was
Caucasian (84%), married (49.2%), had annual income level between US$55,000 or over (55.6%), and
held season ticket (54.2%). The age range of the participants were 18-24(16.9%); 25-34(23.9%); 3544(24.4%); 45-54 (21.4%) and over 55 years old(13.4%) (see Table 1).
Table 1
Participants Profiles
Participants Characteristics

n

Gender
Male
Female

148
53

73.6
26.4

168
32

84.0
16.0

98
101

49.2
50.8

Age Group
Group 1: 18-24
Group 2: 25-34
Group 3: 35-44
Group 4: 45-54
Group 5: 55 and over

34
48
49
43
27

16.9
23.9
24.4
21.4
13.5

Income Level
Level 1: $15,000 or lower
Level 2: $15,001 - $34,999
Level 3: $35,000 - $54,999
Level 4: $55,000 - $74,999
Level 5: $75,000 or over

23
33
33
54
58

11.4
16.5
16.5
26.7
28.9

Race

Caucasian
Other

Marital Status
Married
Single, Widowed, Divorced or Separated

%
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Confirmatory Factor Analysis of the Five-factor Consumer Behavior Model
The means and standard deviations of the endogenous variables of the five-factor consumer behavior
model for intercollegiate football tickets consumption (Accomplishment, Game Attractiveness, Joy &
Excitement, Facilities, and Enrichment) are listed in Table 2. The means of the 18 endogenous
variables ranged from 3.06 to 4.12 with standard deviations ranged from .72 to 1.11 (see Table 2).
Table 2
Descriptive Information of 21 Observed Variables

Factor

Accomplishment /Team Performance
The team had a winning record the previous year
The team has a nationally recognized player
The team has a nationally recognized coach
Game Attractiveness
The level of the team competitiveness affects my decision to
buy season tickets
Playing a nationally ranked team affects my decision to buy
season tickets
Playing a rival school or a past rival school increases my
decision to buy season ticket
Seeing a team you rarely get an opportunity to see increases
my decision to buy season tickets
Joy and Excitement
Do XYZ Football games provide you with fun and exciting
entertainment
Does watching the XYZ Football games provide a sense of
competitiveness?
Do you feel excited after a XYZ victory?
Facilities
Are the seats at the Stadium comfortable?
Is parking for games convenient
Is it easy to get food and drinks at the games?
Are your assigned seats easy to find?
Enrichment
Enjoyment is enhanced by knowing the high degree of skill
required to play collegiate football
Enjoy watching highly skilled collegiate football player
perform
Enjoy watching the collegiate football because it is a difficult
sport to master

Variables
Code

Mean1

SD

A1
A2
A3

4.12
3.97
3.82

0.91
0.94
0.99

GA1

3.71

1.01

GA2

3.76

0.98

GA3

3.69

0.96

GA4

3.80

0.93

J1

3.95

0.83

J2

3.66

0.95

J3

3.93

1.01

F1
F2
F3
F4

3.47
3.37
3.45
3.67

1.03
1.11
1.06
0.86

E1

3.17

0.78

E2

3.32

0.92

E3

3.06

0.72
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Watching the collegiate football game has helped teach me
the value of hard work and dedication

E4

3.07

0.75

1Mean

scores were based on a 5-point Likert scale with the following options: “5” -- strongly agree; “4”
agree; “3” – neutral; “2” – disagree; and “1” – strongly disagree.

Table 3
Goodness-of-Fit Indices of Structural Model
Model

χ2

df

χ2/df

RMSEA

SRMR

CFI

ECVI

Five-factor consumer behavior model
for intercollegiate football tickets
consumption

185.67

125

1.49

.049

.072

.99

1.39

Note. RMSEA = Root Mean Square Error of Approximation; SRMR = Standardized Root
Mean Square Residual; CFI = Comparative Fit Index; ECVI = Expected Cross-validation
Index.

Table 4
Alpha Coefficients of the Five-factor Model
Theory Components

Item Numbers

Alpha

Accomplishment /Team Performance

1-3

.87

Game Attractiveness

4-7

.86

Joy and Excitement

8-10

.76

Facilities

11-14

.86

Enrichment

15-18

.83

Overall Instrument

1-18

.91

The Lambda X values of the eighteen endogenous variables represented a high degree of validity
with the range from .68 to .96 (See Figure 2). The strongest indicator for Accomplishment/Team
Performance is R2 (Λ = .96) (i.e. the team has a nationally recognized player). The strongest
indicator for Game Attractiveness is GA2 (Λ = .91) (i.e. playing a nationally ranked team effects my
decision to buy season tickets). The strongest indicator for Joy and Excitement is EN3 (Λ = .82) (i.e.
do you feel excited after a XYZ victory?). The strongest predictor of Facilities is ST4 (Λ = .91) (i.e. are
your assigned seats easy to find?). The strongest predictor of Enrichment is EJ2 (Λ = .84) (i.e. enjoy
watching highly skilled collegiate football player perform).
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Figure 2
The Five-Factor Consumer Behavior Model for Intercollegiate Football Tickets
Consumption
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IMPLICATIONS FOR MARKETING PRACTITIONERS
According to Bandura (1982, 1994), the aim of a comprehensive theory of behavior is to provide a
framework that can address diverse variables that influence behavior. The CFA results of this study
are encouraging. The results support the conclusion that the five-factor consumer behavior model for
intercollegiate football tickets consumption possesses an adequate degree of validity.
Accomplishment/Team performance, such as previous winning record and nationally recognized
players and coaches were important in this study and was supported by the findings of Pan and
Baker (2005). Similar to accomplishment/team performance, game attractiveness was an important
factor in this study. When the home team did not have a winning record or star players, spectators
focused on who the opposing teams consisted of or how close the games were. Playing with opponents
who had similar performance records, nationally ranked teams, and rivalry schools could attract
consumers to buy season tickets. The football team schedule did make a difference on season ticket
sales; therefore athletic administrators and football coaches need to generate their football schedules
to include nationally ranked teams, rivalry schools, and close competitiveness teams in addition to
the conference schedule. During pre-season sales, the marketing staff can spend their efforts
marketing the special games to retain and recruit season-ticket holders.
Enjoyment, fun, excitement, and a sense of competitiveness were important issues for football season
ticket purchase decisions and supported by other studies (Hall & O’Mahony, 2006; Wann et al.,
2008). Collegiate football has become an entertainment business. Football spectators love half-time
shows and homecoming queen and king appearances etc. to glamorize football events. This finding is
especially insightful; numerous Division I football teams have not yet been able to obtain national
titles, hold long lasting winning records, or having a Heisman Trophy candidate on the team.
Collegiate football marketing staff can create a social and entertaining atmosphere before, during,
and after the game times. Well-organized tailgate parties and entertaining half-time shows could
retain season-ticket holders and attract new consumers. Moreover, spectators experienced
enrichment of their lives through appreciating the high degree of athletic performance as well as the
hard work and dedication that college football requires.
Issues such as seating comfort and access, parking convenience, and concession access were
important in this study. Seating comfort and layout accessibility are key influencing items. Seating
comfort refers to the perceived comfort of the seating and spacing of seats relative to each other
(Shank, 2009). Layout accessibility refers to whether spectators can move freely around the stadium
(Shank, 2009). Therefore, the trend of facility upgrades should not be just adding more seats in the
stadium but better seating such as adding more space between seats and adding chair backs, etc.
When planning for a stadium upgrade or new stadium, administrators need to pay extra attention to
the floor plan, especially the layout accessibility and signage. The new renovation of Fenway Park in
Boston, Massachusetts was one of the good examples for increasing ticket sales by raising the
seating comfort, adding more luxury section seating and improving the ball park layout accessibility.
Further investigation of the five-factor consumer behavior model for intercollegiate football tickets
consumption should be conducted by recruiting participants from other institutions. More
participants recruited from different periods over the season should also be included in future
studies.
REFERENCES
Bandura, Albert C. (1982). Self-Efficacy Mechanism in Human Agency. American Psychologist, 37(2),
122--147.

53

Journal of Applied Marketing Theory
Vol. 2 No. 2, Page 46 - 55, November 2011

ISSN 2151-3236

______ (1994). Social Cognitive Theory and Exercise of Control Over HIV Infection. in Preventing
AIDS: Theories and Methods of Behavioural Intervention, R.J. DiClemente and J.L. Peterson, eds.
New York: Plenum Press, 25-59.
Benson, Jeri and Deborah L. Bandalos (1992). Second-Order Confirmatory Factor Analysis of the
Recreations to Tests’ Scale with Cross-Validation. Multivariate Behavioural Research, 27(3),
459-487.
Benson, Jeri and Nabil El-Zahhar (1994). Further Refinement and Validation of the Revised Test
Anxiety Scale. Structural Equation Model: A Multidisciplinary Journal, 1(3), 203-221.
Bollen, Kenneth A. and Scott J. Long (1993), Testing structural equation models. London: Sage.
Browne, Michael and Robert Cudeck (1993) Alternative Ways of Assessing Model fit. In Testing
Structural Equation Models, K.A. Bollen and S.L. Long, eds. Newbury Park, CA: Sage, 136-162.
Chen, S. and Jennifer Y. Mak (2010). Collegiate Basketball Season-Ticket Holders’ Purchasing
Motivation and Interests. Journal of Applied Marketing Theory, 1(2), 1-7.
Hall, John and Barry O’Mahony (2006). An Empirical Analysis of Gender Differences in Sports
Attendance Motives. International Journal of Sports Marketing & Sponsorship, 7(4), 334-346.
Hatcher, Larry (1994). A Step-by-Step Approach to Using the SAS System for Factor Analysis and
Structural Equation Modeling. Cary, NC: SAS Institute Inc.
Hill, Brad and Christine B. Green (2000). Repeat Attendance as a Function of Involvement, Loyalty,
and the Sportscape Across Three Football Contexts. Sport Management Review, 3(2), 145-162.
Howard, Dennis. R. and John L. Crompton (2004). Tactics Used by Sports Organizations in the
United States to Increase ticket sales. Managing Leisure, 9(2), 87-95.
Hu, Li-tze, and Peter Bentler (1999). Cut Off Criteria for Fit Indexes in Covariance Structure
Analysis: Conventional Criteria Versus New Alternatives. Structural Equation Modeling, 6(1), 1-55.
Jöreskog, Karl. G. and Dag Sörbom (1996). LISREL 8: User’s Reference Guide. Chicago, IL: Scientific
Software International, Inc.
______ (1969). A General Approach to Confirmatory Maximum Likelihood Factor Analysis.
Psychometrika, 34(2), 183-202.
Kahle, Lynn. R., Kenneth M. Kambara, and Gregory M. Rose (1996). A Functional Model of Fan
Attendance Motivations for College Football. Sport Marketing Quarterly, 5(4), 51-60.
Mullin, Bernard J., Stephen Hardy, and William A. Sutton (2007). Sport Marketing. Champaign, IL:
Human Kinetics.
National Collegiate Athletic Association (2008). 2004-06 NCAA Revenues and Expenses of Division I
Intercollegiate Athletics Programs Report. Indianapolis, IN: National Collegiate Athletic Association.

54

Journal of Applied Marketing Theory
Vol. 2 No. 2, Page 46 - 55, November 2011

ISSN 2151-3236
Olsson, Ulf H., Tron Foss, Sigurd V. Troye, and Roy D. Howell (2000). The Performance of ML, GLS,
& WLS Estimation in Structural Equation Modeling Under Conditions of Misspecification and
Nonnormality. Structural Equation Modeling, 7(4), 557--595.
Pan, David W. and John A. W. Baker (2005). Factors, Differential Market Effects, and Marketing
Strategies in the Renewal of Season Tickets for Intercollegiate Football Games. Journal of Sport
Behavior, 28(4), 351-377.
_____, Trent E. Gabert, Eric C. McGaugh, and Scott E. Branvold (1997). Factors and Differential
Demographic Effects on Purchases of Season Tickets for Intercollegiate Basketball Games. Journal of
Sport Behavior, 20(4), 125-142.
Shank, Matthew D. (2009). Sport Marketing: A Strategic Perspective. Upper Saddle River, NJ:
Person Prentice Hall.
Swanson, Scott, Kevin Gwinner, Brian V. Larson and Swinder Janda (2003). Motivations of College
Student Game Attendance and Word-of-Mouth Behavior: The Impact of Gender Differences. Sport
Marketing Quarterly, 12(3), 151--162.
Wann, Daniel, Frederic Grieve, Ryan Zapalac, and Dale Pease (2008). Motivational Profiles of Sports
Fans of Different Sports. Sport Marketing Quarterly, 17(1), 6--19.
Wells, Douglas E., Richard M. Southall, and Hsiao H. Peng (2000). An Analysis of Factors Related to
Attendance at Division-II Football Games. Sport Marketing Quarterly, 9(4), 203-210.
ABOUT THE AUTHORS
Jennifer Y. Mak is a Full Professor and Director of the Sport Management at Marshall University.
She received her Ph.D. and M.S. from Indiana University – Bloomington as well as an MBA from
Marshall University. She has served as reviewer and editorial board member in different journals
and conferences (e.g. Sport Management Education Journal, Event Management: an International
Journal, American Marketing Association Marketing Educators' Conference, Academy of
Management Annual Conference, etc).
Siu Yin Cheung is a Full Professor and Program Coordinator of the Master Degree Program in
Sport and Leisure Management at Hong Kong Baptist University. She received her doctoral degree
from Springfield College, MA, U.S.A.

55

